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Albanian Travel Industry
Hosts British and German
Journalists

‘ ‘ Everything we discovered was the opposite — in a
very good way — of what we expected,” said Ms. Ute
Mueller, Correspondent for the German newspaper Die
Welt. “The EDEM project led us on a super tour of
Albania. The sites, the countryside, the food and espe-
cially the people were incredible.”

International journalists in Butrint / Gazetarét e huaj né Butrint

Five journalists from the UK and Germany were hosted
by Albanian travel companies on a tour that the USAID-
sponsored EDEM project organized from May 20-25.
In addition to Ms Mueller, the group included Peter
Lynch, correspondent for Northstar Media (one of the
world’s largest group of travel trade publications) who
also writes for several newspapers in the UK and the
US, Ms Polly Rodger Brown, a freelance journalist from
London who writes for numerous British and interna-
tional publications, and Ms Annette Pheiffer, Publisher
and Editor of the German ecotourism magazine Nsb-
Naturschutzblatter, who was accompanied by the
magazine’s chief photographer, Lothar Lindenhom. The
group followed a popular tourist itinerary that took
them from Tirana to Elbasan and then on to the Monas-
tery of Ardenicé, Apollonia, Vloré, Llogara, Himarg, Jal,
Butrint, Sarandé, Gjirokastér, Berat and Durres.

Turizmi Shqiptar
Mirépret Gazetarét
Britaniké dhe Gjermané

f ‘Qdo gjé qé ne zbuluam ishte e kundérta — né
uptimin e miré — e asaj qé ne prisnim,” thoté Znj.
Ute Mueller, korrespondente e gazetés gjermane
Die Welt. “Projekti EDEM na mundésoi njé udhétim
té mrekullueshém népér Shqipéri. Peisazhet,
fshatrat, ushqimi, dhe vecanérisht njerézit, ishin té
jashtézakonshém.”

Mieller dhe katér gazetaré té tjeré nga Anglia dhe
Gjermania, u mirépritén nga kompani shqiptare dhe
ndérkombétare né njé udhétim té organizuar nga
projekt i USAID, EDEM nga 20-25 maj. Pérvecg Znj.
Mueller, né grup ishin: Peter Lynch, korrespondent
i Northstar Media (njé nga grupet e botuesve mé té
médhenj botéror né biznesin e udhétimeve,) gé
gjithashtu shkruan pér disa gazeta né Britaniné e
Madhe dhe ShBA,; Znj. Polly Rodger Brown, gazetare
e pavarur nga Londra, qé shkruan pér shumé botime
britanike dhe ndérkombétare, dhe Znj. Annette
Pheiffer, botuese dhe kryeredaktore e revistés
gjermane té ekoturizmit, Nsb-Naturschutzblatter,
e shoqéruar nga fotografi kryesor i revistes, Lothar
Lindenhom. Grupi ndérmorri njé itenerar té njohur
turistik, nga Tirana né Elbasan, dhe mé pas né
Manastirin e Ardenicés, Apolloni, Vloré, Llogara,
Himaré, Jalé, Butrint, Sarandé, Gjirokastér, Berat
dhe Durrés.

Ardenica Monastery / Manastiri i Ardenicés

2 Newsletter
Publikim i EDEM

<



Annette Pheiffer

Peter Lynch

For Peter Lynch, this tour of “Albania was a real eye-
opener...| was totally unaware of the rich history
and traditions of the country,” he said. “It made
quite an impression — a positive impression — to
experience a country that is in the throes of a dra-
matic transition. It is a tourist destination today,
which has great potential for the future.”

“Media coverage is the best form of marketing and
advertising for a destination,” said EDEM tourism
consultant, Scott Wayne. “We worked closely with
the journalists during their visit and will continue
to work with them to maximize the coverage of
Alban

-ian tourism.” Wayne continued that “Albania was
not difficult to sell to journalists. They are intrigued
by the country and believe that their readers will
also be curious and want to learn more about what
Albania has to offer visitors.”

This is the second tour organized by EDEM for
foreign journalists to experience Albania. This tour
was sponsored by many active players in Albania’s
travel industry who recognize the value of spread-
ing the word about Albania through the interna-
tional press. Among the main sponsors were:
Malev and Austrian Airlines, Albanian American
Bank, Real Skampis Hotel and Restaurant in Elbasan,
Hotel International and the Touristic Complex Liro
in Vloré, Gerbi in Jal, Hotel Kaonia in Sarande, Hotel
Tomorri and Castle Park Hotel and Restaurant in
Berat, Shkodra Travel Agency, Gulliver Tour Agency,
the Poseidon Company in Lezha, and the Cities of
Himare and Sarande. In addition, several Ameri-
can Peace Corps Volunteers and local citizens pro-
vided excellent guide service as the journalists “dis-

Pér udhétimin népér Shqipéri Peter Lynch shprehet
“na u celén syté ... isha krejtésisht i painformuar
mbi historiné e pasur dhe traditat e vendit. Ishte
njé impresion i vérteté — njé impresion pozitiv — té
vizitosh njé vend qé ndodhet né mes té njé
tranzicioni dramatik. Sot éshté njé destinacion
turistik, qé ka njé potencial té madh pér té
ardhmen.”

“Prezantimi né media éshté forma mé e miré e
marketingut dhe reklamés pér njé destinacion,”
thoté Konsulenti i EDEM pér Turizmin, Scott Wayne.
“Ne punuam dhe do té vazhdojmé té punojmé
ngushté me gazetarét pér té béré mé té mirén pér
reklamimin e turizmit shqiptar”. Wayne vazhdon:
“Shqipéria nuk qe e véshtiré pér t'iu servirur
gazetaréve. Ata u intriguan nga vendi dhe besojné
gé edhe lexuesit e tyre do té kérkojné té mésojné
mé shumé mbi até gé Shqgipéria mund t'u ofrojé
vizitoréve.”

Ky éshté udhétimi i dyté i organizuar nga EDEM me
gazetaré té huaj gé eksplorojné Shqipériné. Ai u
sponsorizua nga shumé pjesémarrés té industrisé
té turizmit, té cilét i njohin vlerat e reklamimit té
Shqipérisé pérmes shtypit ndérkombétar. Midis
sponsoréve kryesoré pérmendim: Malev dhe Aus-
trian Airlines, Albanian American Bank, Real
Skampis Hotel Restorant né Elbasan, Hotel Inter-
national dhe Kompleksi Turistik Liro né Vloré,
Gérbi né Jal, Hotel Kaonia né Sarandé, Hotel
Tomorri dhe Castle Park Hotel Restorant né Berat,
Shkodra Travel, Gulliver Travel Agency, Kompania
Poseidon né Lezhé, si dhe qytetet Himaré dhe
Sarandé. Pérvec késaj, vullnetaré té Korpusit
Amerikan té Pages dhe qytetaré vendas shérbyen
si guidé e shkélgyer né momentet kur gazetarét
“zbulonin Shqgipériné”. i
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Albanian stand in ITB / Stenda shgiptare né Panairin e Berlinit

International Tourism —
Berlin, Germany

In March, with USAID sponsorship through its
par-ticipant Training Program, the EDEM tourism
team arranged for a group of Albanian tourism industry
members to visit ITB, the world’s largest travel trade
fair. The main purposes of the visit were to introduce
Albanian tourism businesses to the challenges and
benefits of becoming competitive in the world’s
tourism market and for the businesses to make valuable
contacts with international businesses exhibiting at ITB.

ITB 2005 attracted over 10,000 exhibitors from nearly
every country and territory in the world. Over
142,000 visitors came to ITB, a third of which were
trade visitors. There were 26 exhibit halls at Messe
Berlin. The physical space is so vast and spread out
that Messe Berlin has its own internal system of shuttle
buses.

Not surprisingly, with so many exhibitors and visitors
from around the world, ITB is one of the world’s best
sources for gauging world tourism trends. For the
first time, ITB offered a “Business Travel@ITB Berlin”
segment with a dedicated “ITB Business Travel
Lounge.” They also offered a “Trends & Events” hall,
which included tour operators who specialize in
ecotourism, experiential travel, travel for the disabled,
gay travel and a youth travel center.

The EDEM team and businesses met with 21 tour
operators interested in expanding their operations to
include Albania and learned more about the high
standards required by operators when entering a new
market. They all returned home recognizing that there
is definitely additional work needed to strengthen Albania’s
tourism image in general and especially at ITB. =
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Turizmi Ndérkombétar —
Berlin, Gjermani

e sponsorizim té USAID, pérmes Programit té

Trainimeve, stafi i EDEM organizoi vizitén e njé grupi
nga industria shqiptare e turizmit né Panairin mé té madh
Ndérkombétar té Turizmit né Berlin (ITB). Qéllimi i késaj
vizite ishte prezantimi i bizneseve shqjiptare té turizmit me
sfidat dhe pérfitimet qé sjell té genit konkurues né tregun
ndérkombeétar té turizmit, si dhe realizimin e kontakteve
té vlefshme me pjesémarrés né Panair..

ITB 2005 térhogi mbi 10,000 pjesémarrés nga pothuajse
té gjitha vendet e botés. U vizitua nga mé shumé se 142,000
vizitoré, 1/3 e té ciléve ishin vizitoré tregtaré. Pati 26 holle
ekspozimi. Duke patur parasysh sipérfagen e madhe té
shtrirjes, Messe Berlin ka realizon lévizjen e brendshme
népérmjet autobuzave.

Visitors in the Albanian stand in ITB / Vizitoré né stendén shqiptare

Me kaq shumé pjesémarrés dhe vizitoré nga e gjithé bota,
padyshim qé ITB éshté njé nga burimet mé té mira pér
vlerésimin e tendencave ndérkombétare té turizmit. Pér
heré té paré ITB ofroi segmentin “Business Travel@ITB
Berlin”, me “Pavionin e Udhétimeve té Biznesit ITB”.
Gjithashtu u ofrua edhe Pavioni “Tendenca & Aktivitete”, i
cili pérfshiu operatoré turistiké té specializuar né ekoturizém,
udhétime eksperience, pér persona me aftési fizike té
kufizuara, pér homoseksualé, dhe njé gendér udhétimesh
pér té rinj.

Stafi i EDEM dhe bizneset e turizmit u takuan me 21
operatoré turistiké té interesuar né pérfshirjen e Shqipérisé
né aktivitetet e tyre dhe mésuan mé tepér pér standartet
e larta té kérkuara nga shumé operatoré me hyrjen né njé
treg té ri. Pjesémarrésit e kétij udhétimi studimor patén
gjithashtu rastin té krahasojné stendén e Shqipérisé me
stendat e shumé vendeve té tjera. Ata u kthyen té
ndérgjegjésuar qé padyshim kérkohet mé shumé puné pér
forcimin né pérgjithési té imazhit té turizmit shqiptar, dhe
sidomos né Panairin e Berlinit. |
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Tourism in Voskopojé,
Korca and Pogradec

‘ ‘ Next year, Korca and Voskopojé need to be at
ITB,” said Dritan Naumi, ITB study tour participant
and EDEM tourism cluster member. Dritan is the
manager of the Hotel Akademia in Voskopojé. “| need
to inform people in my region about the importance
of ITB and putting more importance on tourism.”

To support his efforts in raising awareness,the EDEM
team met with the Head of Commune of Voskopojé,
Nexhip Bacelli and discussed some of the local issues
impacting tourism development. He was particularly
concerned about the garbage problem and was look-
ing for solutions. Mr. Bacelli said that the community
is concerned and willing to contribute funds towards
addressing the collection and land-fill issues.

The EDEM tourism team also presented the results
of ITB and discussed the economic importance of
tourism with Korca Mayor, Berti Dhamo, and other
local community stakeholders at GTZ's office in
Korca. The stakeholders explained that Korca is
working on the establishment of a consensus-build-
ing process for tourism development. As the pro-
cess moves forward, EDEM has offered to provide
advice, especially on best practices of tourism de-
velopment.

The team also met with the Mayor of Pogradec, Artan
Shkémbi, who had just returned from a special tour-
ism promotional visit to Copenhagen. He organized
an Albanian night with the assistance of the Albanian
Ambassador to Denmark. Albanian music and dances
were performed by a group from Pogradec. The
Mayor also arranged for Koran trout to be served
with local wine at the celebration. One of the imme-
diate results was a tour group booking for a visit to
Pogradec. m

Pogradec

Turizmi né Voskopoije,
Korcé dhe Pogradec

Korca dhe Voskopoja duhet té jené né Panairin
Nderkombétar té Berlinit vitin qé vjen”, thoté
manaxheri i Hotel Akademia né Voskopojé, Dritan
Naumi, pjesémarrés i udhétimit studimor né ITB dhe
anétar i industrisé sé turizmit. “Uné duhet té flas me
njerézit né kété zoné pér vlerén e kétij panairi si dhe
réndésiné gé duhet t'i japim turizmit”.

Né vazhdén e pérpjekjeve pér rritjen e
ndérgjegjésimit mbi kété sektor, stafi i EDEM paragqiti
rezultatet e ITB-sé dhe diskutoi réndésiné ekonomike
té turizmit me Kryetarin e Bashkisé sé Korgés, Berti
Dhamo, dhe pjesémarrés té tjeré té réndésishém té
kétij komuniteti né zyrat e GTZ-sé né Korgé. Kéta
pjesémarrés shpjeguan qé Korca po punon pér
zbatimin e njé progesi té ndértuar né bazé té njé
konsensusi pér zhvillimin e turizmit.

Stafi i EDEM u takua gjithashtu edhe me Kryetarin e
Komunés sé Voskopojés, Nexhip Bacelli dhe diskutoi
me té disa probleme té zonés gé kané efekt mbi
zhvillimin e turizmit. Vecanérisht ai shprehu
shqgetésim pér problemin e mbeturinave né kérkim
té zgjidhjeve té mundshme. Kryetari Bacelli tha gqé
komuniteti éshté i shqetésuar dhe i gatshém té
kontribuojé me fonde pér mbledhjen dhé groposjen
e mbeturinave.

Stafi u takua gjithashtu me Kryetarin e Bashkisé sé
Pogradecit, Artan Shkémbi, i sapo kthyer nga njé vizité
pér promovimin e turizmit né Kopenhagen, ku me
ndihmén e ambasadorit shqiptar né Danimarké organizoi
Natén Shqiptare. U luajt muziké dhe u kércyen valle
shqgiptare nga njé grup pogradecar. Kryetari Shkémbi
mundésoi servirjen né aktivitet té& peshkut koran dhe
verés vendase. Si rezultat i késaj njé grup turistésh
prenotuan njé vizité né Pogradec.m

Voskopojé
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Kosovo and Macedonian
Tourism Trade Shows

n May 10t in Pristina, Kosovo and again on May

[t and 2% in Skopje, Macedonia, tourism
trade fairs were organized to promote Albania as a
favorable destination for Kosovars and Macedonians.
The fairs were organized by the National Commer-
cial Bank, the Ministry of Tourism and Territory Ad-
justment, and EDEM

Each fair had two components — an opportunity
for local businesses to meet and interact with Al-
banian tourism operators (hotels, tour operators
and others), and a session open to the public where
Albanian businesses had the opportunity to display
their products to the citizens of Kosovo and
Macedonia. Over 50 Albanian tourism organizations
from different regions of Albania, participated in
the two events and displayed their capacity to
welcome tourists during the Summer 2005.

In addition to showcasing Albania to the public, ex-
tensive contact occurred between the businesses
from the three countries, especially between those
from Macedonia and Albania. From these contacts,
joint efforts such as marketing, packaged tours and
future events will be developed. Important to these
efforts, Albania is how seen not only as a place for
seaside vacations, but also has many historic and cul-
tural sites well worth a visit. m

VD AL
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Albanian stand in
Kosovo and
Macedonia Fairs/
Stenda shqiptare
né panairet e
Kosovés dhe
Magedonisé

Newsletter

Panairet e turizmit né
Kosové dhe Magedoni

Participants and
EDEM staff at the
Kosovo and

Macedonia Fairs/
Pjesémarrés dhe

stafi i EDEM-it né
panairet e
Kosovés dhe
Magedonisé
€ |0 maj, né Prishtiné dhe né |1-12 maj né

Shkup u zhvilluan Panaire pér promovimin e
Shqipérisé si destinacion i favorshém turistik pér
pushuesit kosovaré dhe maqedonas. Panairet u
organizuan nga Banka Kombétare Tregtare, Ministria
e Turizmit dhe Rregullimit té Territorit dhe EDEM.

Secili Panair pati dy komponenté — sé pari, mundésiné
gé bizneset lokale té takoheshin dhe té bashképunonin
me operatorét turistik shqiptaré dhe njé panair té
hapur pér publikun, ku bizneset shqiptare shfagén
pér gytetarét kosovaré dhe maqedonas produktet e
tyre turistike. Mbi 50 biznese, pérfaqésues té
industrisé nga rajone té ndryshme té Shqipériség,
morém pjesé dhe prezantuan né té dy Panairet
kapacitetet e tyre pér té pritur turistét né verén e
2005.

Pérvec prezantimit té Shqipérisé né publik, kontakte
té shumta u béné mes bizneseve té tre vendeve,
sidomos mes atij magedonas dhe shqiptar. Si rezultat
i kétyre kontakteve, do té realizohen shumé iniciativa
té pérbashkéta né marketing, paketa turistike e
aktivitete té tjera té ardhshme. E réndésishme pér
kété aktivitet éshté qé tashmé Shqipéria nuk shihet
vetém si njé vend pér té kaluar pushimet prané detit,
por ka edhe mijaft pika historike e kulturore gé ia
vlejné té vizitohen. m
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“Welcome to Albania”

In May, Tirana Airport Partners (TAP), a German-
American consortium led by the German company
Hochtief, began development of a new international
airport to serve Albania. The new airport will make
a significant contribution to increasing tourism traf-
fic to Albania. Already, negotiations are underway
with several additional international carriers to begin
flights to Albania from major European cities.

One of the first initiatives was the introduction of
tourism information to the existing terminal’s arrival
area. With TAP support, EDEM sponsored the place-
ment of a tourism brochure display in this area. Tour-
ism cluster members from all around Albania have
been invited to provide brochures for the stand. The
success of making this information available to in-
coming visitors has created a welcomed challenge
to EDEM keeping the stand stocked with brochures
and information about Albania. TAP is planning for a
full service tourism information office at the new air-
port terminal. ®

Arrival area at Mother Teresa Airport / Stenda informative né terminalin e
mbérritjes sé pasagjeréve

Tourist information at Mother Teresa Airport / Stenda informative né
Aeroportin “Néné Tereza”

€ muajin maj konsortiumi amerikano-gjerman,

Tirana Airport Partners (TAP), i kryesuar nga
kompania gjermane Hochtief, filloi ndértimin e njé
aeroporti té ri ndérkombétar né shérbim té
Shqipérisé. Aeroporti i ri do té japi njé kontribut té
madh né rritjen e numrit té turistéve gé vijné né vend.
Qé tani, kané filluar negociatat me shumé kompani
ndérkombétare fluturimi pér té filluar fluturimet drejt
Shqipérisé nga qytete kryesore europiane.

Njé nga iniciativat e para ishte prezantimi me njé
stende informacioni té turizmit né terminalin e
mbérritjes sé& pasagjeréve né aeroport. Me
mbéshtetjen e TAP, EDEM sponsorizoi vendosjen e
njé stende broshurash turistike né kété zoné. Anétaré
té klasterit té turizmit nga e gjithé Shqipéria u ftuan
té sjellin broshura pér kété stendé. Ofrimi me sukses
i kétij informacioni pér vizitorét dhe mbushja e késaj
stende me broshura informative mbi Shqipériné ka
dené njé sfidé e mirépritur nga EDEM. TAP po
planifikon njé zyré té vecanté informative mbi turizmin
né terminalin e ri té aeroportit m
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Herbs & Spice
International B2B

EDEM staff and businesses in Skopje / Stafi i EDEM-it dhe tregtaré té
biméve né Shkup

ecently, eight Albanian herbs and spice companies,

with assistance from EDEM, had the opportunity to
participate in an international Business 2 Business (B2B)
meeting in Skopje, Macedonia. The event organized by
the Swiss Import Promotion Program (SIPPO) and GTZ/
Belgrade Office attracted over 35 businesses from
Macedonia, Bulgaria, Switzerland, Serbia & Montenegro,
Bosnia and Herzegovina, and Germany.

The B2B, the first of its kind to be organized for the
herb and spice businesses of the Balkan countries,
offered Albanian companies an excellent chance to
gain exposure to recent developments in regional
and international markets. The Albanian businesses
also were able to learn further about production di-
versification and adding value to products such as
the production of higher quality products, organic
certified products, and fully processed products.

The activity was a great opportunity to share experi-
ences, introduce businesses’ capacities and their range
of products, discuss opportunities for future regional and
European cooperation between businesses, as well as
with donor programs and private institutions.

Attendance at the B2B provided extensive value to the
participating Albanian firms, however, it’s the follow-up
to contacts made and implementation of ideas learned
that will truly benefit the companies. EDEM will work
directly with the participating firms by facilitating their
contacts with regional counterparts and potential part-
ners. EDEM will further assist the businesses by support-
ing their efforts to implement new initiatives they brought
back from Skopje regarding quality improvements, new
product developments, and organic certification. B
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Takim Ndérkombétar pér
Bimét Aromatiko-Mjekésoré

Sé fundmi, teté kompani shqiptare té bimévé
aromatiko-mjekésore patén mundésiné qé me
ndihmén e Projektit EDEM té marrin pjesé né njé takim
ndérkombétar Biznesi me Biznesin (B2B) organizuar né
Shkup, Magedoni. Ky takim u organizua nga Agjencia
Zvicerane pér nxitjen e eksporteve (SIPPO) si dhe zyra
e GTZ/Beograd. Né té morén pjesé rreth 35 biznese
nga Maqedonia, Bullgaria, Zvicra, Serbia-Mali i Zi, Bosnjé-
Hercegovina, si dhe Gjermania.

Takimi B2B, i pari i kétij lloji i organizuar né nivel ballkanik
pér bizneset e biméve aromatiko-mjekésore, u ofroi
kompanive shqiptare njé shans té& madh pér t'u ballafaquar
me zhvillimet mé té fundit té tregjeve rajonale dhé
ndérkombétare. Bizneset shqiptare mésuan né té njéjtén
kohé rreth shtimit té vlerés té produkteve té tyre,
ndryshueshmérisé sé gamés sé produkteve (diversifikimit)
— kéto té dyja té realizuara pérmes rritjes sé cilésisé sé
produkteve, biocertifikimit, si dhe pérpunimit té thellé
té tyre.

Albanian stand of
Herbs and Spices/
Stenda shqiptare
e Biméve
Medicinale

Ky aktivitet ishte njé mundési e madhe pér ndarje
pérvoje, prezantim té kapaciteteve té bizneseve dhe
larmisé sé produkteve té tyre, pér diskutime pér
bashképunime né té ardhmen té bizneseve rajonale dhe
europiane, si dhe bashképunime té programeve donatore
dhe institucioneve private.

Pjesémarrja né takimin B2B — Shkup pati vlera té médha
pér kompanité pjesémarrése, gjithésesi ndjekja né
vazhdimési e kontakteve té realizuara gjaté kétij
aktiviteti, si dhe vénia né praktiké e ideve té pérftuara
gjaté takimit, do té jené frytet e vérteta té kétij aktiviteti
né pérfitim té kompanivé. EDEM do té punojé
drejtpérsédrejti me bizneset qé morrén pjesé né takim
duke mundésuar kontaktet e tyre me bizneset homologé
rajonale si dhe partnerét potencialé. EDEM do vazhdojé
té ndihmojé bizneset né pérpjekjet e tyre pér
materializmin e iniciativave té reja té lindura gjaté B2B-
Shkup, qé konsistojné né pérmirésimin e cilésisé,
zhvillimin e produkteve té reja dhe biocertifikimin. m
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Organic — Bio-certification

Lavender / Laandula
As frequently mentioned, organically grown

products are enjoying a significant upsurge in
popularity among world consumers. To ensure
reliability, an internationally recognized bio-cer-
tification process must be used by producers who
want to enter their products in this lucrative mar-
ket. Bio-certification is a transparent process that
ensures proper implementation of regulations en-
suring that the products are chemical free; pro-
tects and increases reliability to the consumer;
protects and increases reputation of producers;
and creates new market opportunities.

is rapidly growing
in favor within the Albanian herb
and spice industry.

recognizes the
excellent biological characteristics of
Albanian herbs and spices; increases
their competitiveness in
international markets; and offers the
opportunity for a premium pricing
of up

EDEM is assisting interested Albanian herb and
spice companies that want to go organic. Sev-
eral international certifying bodies have been con-
tacted by EDEM, which put them in touch with
the Albanian companies. These companies are
now in negotiation with a certifying organization
that is internationally recognized in Europe, USA,
and Japan.m

Certifikimi Organik

hpesh flitet pér produktet organike, konsumi i té

cilave po rritet ndjeshém né mbaré botén. Pér té
siguruar besueshméri, prodhuesit, té cilét déshirojné
t'i futin produktet e tyre né tregje fitimprurése, duhet
t'i biocertifikojné kéto produkte nga trupa
ndérkombétare té akredituara. Bio-cgertifikimi éshté
njé sistem transparent qé siguron zbatimin korrekt
té standarteve pér t'u siguruar qé produktet jané té
patrajtuar me kimikate; ky sistem mbron dhe rrit
besueshmériné e konsumatorit, si dhe krijon mundési
té reja pér tregje.

po kryhet me ritme té
shpejta edhe brenda pér brenda
industrisé shqiptare té biméve
aromatiko-mjekésore.

vérteton karakteristikat
biologjike té shkélgyera té biméve
aromatiko-mjekésore shqiptare; rrit
konkurueshmériné e tyre né tregjet
ndérkombétare dhe ofron mundési pér
shtesé né cmim deri né

Projekti EDEM po ndihmon kompani shqiptare té
interesuara pér t’u biogertifikuar. EDEM ka kontaktuar
disa trupa ndérkombétare biocertifikuese dhe
mundésoi kontaktet e tyre me kompanité shqiptare.
Kéto té fundit jané né negociata me njé trup
biocertifikuese ndérkombétare dhe e akredituar gé
njihet né Europé, SHBA dhe Japoni.m

il : Lo
Bio-Certified Products/ Produkte té bio-certifikuara

Newsletter 9

<

Publikim i EDEM




EDENI I

Cultivation — An Alterna-
tive to Wild Collection

Cultivation sites in Polican/ Kultivimi né Polican

Conventional wild harvesting remains the main
source of gathering natural aromatic and
medicinal plants. However, cultivation of herbs
and spices with significant commercial values is
becoming an increasingly viable alternative as the
economics become more positive, as well as to
offset the decreasing labor availability as more and
more rural people migrate to the cities.
Caultivation is also a very important mitigating tool
to ensure wild supplies maintain their
sustainability.

Cultivation practices date far back into history.
In Albania, the cultivation of herbs and spices is
undergoing revitalization. An example of the
increasing interest on commercial cultivation is
the initiative of the recently established Essence
Producers and Cultivators Association (EPCA).
Xherdo Company, a member of EPCA has
established cultivation of Sage, Rosemary, Thyme,
Melissa, and Oregano in the Polican area. The
seedlings planted were grown in Vora using high
quality Dutch seed and an organically certified
process.

For further information with regard to the
feasibility and agro-technical recommendations
for cultivation, please contact the EDEM office.m
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Kultivimi - Njé Alternativé
ndaj Biméve té Egra

Bimét e egra konvencionale mbeten burimi kryesor
i grumbullimit té& biméve aromatiko-mjekésore.
Megjithaté, kultivimi i kétyre biméve me vlera té
réndésishme tregtare po shndérrohet né njé
alternativé reale falé treguesve ekonomiké pozitivé si
dhe pérballé pakésimit dhe migrimit té fuqisé vjelése
né zonat urbane. Kultivimi éshté né té njéjtén kohé

edhe njé masé shumé e réndésishme, gé siguron
shfrytézim té qéndrueshém té biméve té egra.

Kultivimi ka fillesa té& hershme né historiné e
njerézimit. Né Shqipri po ringjallen sérish praktikat e
kultivimit té biméve aromatiko-mjekésore. Shembull
i rritjes sé interesit mbi kultivimet me vlera
komerciale éshté edhe iniciativa e Shoqatés sé
Kultivuesve dhe Prodhuesve té Esencave (EPCA).
Kompania “Xherdo”, anétare e késaj shoqate, po
kultivon né zonén e Policanit bimét Sherebelg,
Rozmaring, Timus, Bar Blete dhe Rigon. Fidanét u
pérgatitén né Voré duke pérdorur fara hollandeze
BIO; mé pas ato u tranpslantuan né fushé té hapur.

Pér informacione té métejshme lidhur me
mundshmeériné dhe rekomandimet agro-teknike
rreth praktikave té kultivimit, ju lutemi kontaktoni
zyrat e EDEM-it. m

Cultivation sites in Polican/ Kultivimi né Polican
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MEAT MASTER -
A Shkodra Tradition

he Shkodra-based Meat Master Company intro

duced visitors at the recently held Balkan Modus
Nutriendi to the taste of Shkodra’s long standing
tradition of high quality dry meat production. So
successfully was Meat Master in
presenting its traditionally made
products that the Company was
recognized by the fair organizers
in the form of an extraordinary :
award presented for “maintaining
the quality and tradition of meat
products”.

At a special program held during
the Fair, Meat Master presented

products to Tirana and Durres

retail markets, hotels and restaurants markets. The
presentation launched a new marketing campaign,
assisted by EDEM, to place the company’s products
in these markets and make them available to Albanian
consumers who long for the taste of traditional
products.m

Opportunities for Albanian
Business to Expand Sales to
Supermarkets

Recent expansion of large scale international retail
chains across southeastern Europe is an indicator
of what the near future holds for the Albanian retail
market. The first hypermarket in Albania expects to
open its doors this coming September. Euromax,
which will be housed in the Univers Trade Center on
the outskirts of Tirana, anticipates offering over 30.000
products in a 4,000 square meter facility and expects
to draw up to 2 million customers annually. Euromax
plans to open six other large retailing centers in other
Albanian cities. In addition to Euromax, several other
existing retail chains such as ‘Xhea’, ‘Big Markets’ and
‘Extra’ are currently opening additional stores in the
Tirana and Durres areas.

Fe— =
its high value specialty dry Meat Master stand at the Trade Fair/ Stenda e Meat Master

. EDE v

MEAT MASTER -
Tradita Shkodrane

ompania Meat Master me vendndodhje né

Shkodér u prezantua sé fundi para vizitoréve té
shumté né Panairin Balkan Modus Nutriendi me
produktet e veta té cilésisé sé larté té sallamit té thaté
tradicional shkodran. Pér
paraqitjen kaq té sukseshme
Meat Master u nderua nga
organizatorét e Panairit me
" ¢mimin e veganté té “Ruajtjes sé
cilésisé dhe tradités sé
{ produkteve té mishit”

& Né njé aktivitet té veganté té
4 organizuar gjaté Panairit, Meat
Master prezantoi pér dyganet,
hotelet dhe restorantet né
Tirané dhe Durrés specialitetin
mijaft cilésor té produkteve té thata. Gjaté prezantimit
kompania shpalli fushatén e re té marketingut, e
asistuar kjo edhe nga EDEM, pér hedhjen e
produkteve né kéto tregje dhe mbrritjen tek
konsumatori shqiptar, té cilit i mungon shija e sallamit
tradicional. m

Mundési té Rritjes sé
Shitjeve né Supermarkete
pér Biznesin

gjerimi sé fundmi i rrjetit té supermarketeve

né gjithé Europén Juglindore éshté njé tregues
domethénés pér té ardhmen e tregtimit me pakicé
né Shqipéri. Hipermarketi i paré né Shqipéri do té
hapé dyert né shtator té kétij viti. Me vendndodhje
né Qendrén Tregtare Univers né km 6 té
Autostradés, “Euromax” pritet té tregtojé mbi 30
000 produkte né 4000 m?dhe té térheqi mbi 2
milioné blerés né vit. “Euromax” ka né plan té hapé
né gytete té tjera edhe 6 pika té tilla shitjesh.
Gjithashtu, edhe supermarkete té tjera né vend si
“Xhea”, “Big Markets” dhe “Extra” po hapin pika
té tjera té tyre né Tirané dhe Durrés.
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These new large scale supermarkets will offer fierce
competition to the numerous small scale retail shops
that currently dominate Albania’s retail market. The
larger markets will compete by offering a much wider
range of products, generally at lower prices. Open-
ing modern supermarkets provides an interesting

Euromax, at the Univers Trade Center / Euromax né Qendrén Tregtare
Univers

opportunity for Albanian producing companies to
review their market strategies, diversify their pro-
duction, and adopt new distribution channels.

To help Albanian producers connect with the new
Euromax market and learn about opportunities such
supermarkets offer, EDEM organized a Business to
Business meeting between leading domestic compa-
nies and the Euromax management. The event
brought together more than 30 representatives from
a variety of Albanian industries including meat and
dairy processing, oil and vegetable processing, fresh
vegetable producers and a cosmetic producer.

Euromax’s General Manager, Mr. Michel Brilé, gave
the participants an overview of the company’s op-
erational strategy, what type of products the com-
pany wants to sell, and its criteria for packaging, quality
and safety standards. Following the meeting,
Euromax purchasing managers have begun to meet
individually with the companies to negotiate perma-
nent working relationships and look to developing
supply contracts. It is Euromax’s desire to procure
as much as possible of the store’s product lines from
local, Albanian sources.

As part of EDEM’s overall efforts to increase the com-
petitive capability of Albanian firms, it will continue to
assist companies to improve their product, pricing
and promotional strategies to meet new opportuni-
ties such as are presented by the emerging
hypermarkets and large-scale supermarket chains. B
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Supermarkete té niveleve té tilla té médha do té sjellin
konkurencé té forté pér dyganet e vogla té shitjes
me pakicé gé dominojné tani tregun shqiptar. Kéto
supermarkete do té konkurojné me njé gamé mé té
gjeré artikujsh pér kategori té ndryshme blerésish,
qé do té kené pérgjithésisht edhe cmime mé té ulta.
Hapja e supermarketeve té tilla u krijon mundési
prodhuesve shqiptaré té rishikojné strategjité e tyre
té marketingut, té diversifikojné produktet dhe té
pérshtaten me kanale té reja té shpérndarijes.

Pér té ndihmuar lidhjen e prodhuesve shqiptaré me
“Euromax” dhe pér té paré mundésité gé ofrojné
supermarkete té tilla, né datén 21| prill EDEM
organizoi njé takim biznesi mes prodhuesve kryesoré
vendas dhe manaxheréve té “Euromax”. Takimi
mblodhi mé shumé se 30 pérfagésues té industrive
té ndryshme si, pérpunues té mishit, bulmetit, vajit,
perimeve, prodhues té perimeve né fushé dhe njé
kompani prodhimi kozmetik.

Manaxheri i Pérgjithshém i “Euromax”, z. Michel
Brdlé, u prezantoi té pranishméve strategjiné gé
do té ndjeki kompania, llojet e produkteve gé
preferojné té shesin, si dhe kriteret pér paketimin
e produkteve dhe standartet e cilésisé dhe sigurisé.
Né vijim té kétij takimi, manaxheré blerjesh té
“Euromax” kané filluar takime individuale me
kompanité pér negocimin e marrédhénieve té
géndrueshme té biznesit dhe gjetjen e kontakteve
té tjera té mundshme. Eshté “Euromax” qé kérkon
té sigurojé sa mé shumé linja produktesh nga
prodhues vendas.

Né vazhdén e pérpjekjeve pér té rritur aftésité
konkuruese té bizneseve shqiptare, EDEM do té
vazhdojé té asistojé kompanité té pérmirésojné
produktet, strategjité e tyre pér promocionin dhe
c¢mimin me géllim gjetjen e mundésive té reja si
kéto gé sjell hapja e hipermarketeve dhe rrijeti i
supermarketeve té médha. m
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TONA CO - Producers of
Albanian Canned Meat

Products

On May 28, the Korga-based Tona Company pub-
licly introduced its new production of Albania’s
first domestically canned meat products. For the past
several months, Tona has been producing and test
selling a new series of canned meat including canned
pork fillets, veal and gulash. In the short time the
products have been offered, in a few limited markets,
sales have exceeded company expectations. Mr
Nikolla Tona, Tona’s General Director, is quite optimistic
that as consumer access to the products increase, sales
will dramatically take off. In addition to the Albania
market, Tona is looking to expand into Kosovo and
Macedonia.

Over 100 people attended the public launch
ceremony including many retailers and distributors
interested in carrying the product line, local
government representatives, and representatives
from the two USAID projects that have been
supporting Tona's efforts to improve the
company’s operational standards, management
and marketing activities - EDEM and ADAMA, the
Albanian Dairy and Meat Association.m

Participants the
Tona public launch
ceremony /
Pjesémarrésit né
ceremoning e
inaugurimit

Mr Nikolla Tona,

| Tona's General

-~ Director / Drejtori i
| Pérgjithshém i

| Tona Co, z. Nikolla

Tona

TONA CO - Prodhues
i Konservave

Shgiptare té Mishit

Mé 28 maj, kompania TONA me vendndodhje
né Korcé prezantoi konservat e para shqiptare
té mishit. Muajt e fundit kompania Tona ka prodhuar
dhe hedhur né treg pér té testuar tipe té ndryshme
konservash si proshuté dhe fileto derri, mish vici dhe
gulash. Pér njé kohé té shkurtér té ofrimit té
produkteve né njé numér té kufizuar dyqanesh, shitjet
kané gené mé té larta sesa priteshin. Drejtori i
Pérgjithshém i kompanisé TONA, Z. Nikolla Tona
shprehet optimist se njohja mé e miré e produkteve
nga konsumatori, shitjet do té rriten ndjeshém.
Pérvec tregut shqiptar, TONA synon té shtrihet edhe
né Kosové e Magedoni.

Ceremonia e inagurimit té konservave mblodhi mbi
|00 veta, shitésa dhe distributoré té interesuar,
pérfagésues té geverisé lokale, pérfagésues té dy
projekteve té USAID, EDEM dhe ADAMA, (Shogata
e Prodhuesve té Qumeéshtit dhe Mishit), té cilét né
vijimési kané mbéshtetur kompaniné né pérmirésimin
e standarteve té prodhimit, manaxhim dhe market-
ing. m
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Promoting Albania’s
Footwear Industry

brochure on Albania’s footwear industry has

een produced and distributed by ACIT. The
brochure highlights Albania’s competitive
advantages in the industry, key stories of success
and provides a directory of Albania’s footwear
companies. The brochure has been widely
distributed to European Footwear Associations,
Italian producers, Chambers of Commerce,
international trade fairs and interested stakeholders
in Albania. The brochure not only provides
information on the industry, but also helps improve
the image of Albania in the eyes of potential
investors, buyers and partners.

The brochure is tri-lingual (Albanian, English and
Italian) and can be accessed either through the ACIT
website, or a hard copy can be gotten at the ACIT
offices.

Another ACIT initiative to promote Albania’s
footwear industry was a massive email campaign to
European footwear companies. The campaign
described the capabilities of Albanian companies and
promoted opportunities for foreign companies in
Albania. A positive initial response has been received
from a number of international companies wishing
to investigate the possibility of partnering with
Albanian firms. Interest has been expressed not only
in footwear production, but also in car seat covering,
industrial work gloves and other leather products.
For further information, please contact the ACIT
office. ®

Fi1l&aNTo

Filanto Doniana
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Promovimi i Industrisé
Shqiptare té Képucéve

CIT ka nxjerré dhe po shpérndan njé broshuré
Apér Industriné Shqiptare té Képucéve.
Broshura vleréson aftésité konkuruese té késaj
industrie, biznese té suksesshme dhe ofron njé
listé té kompanive shqgiptare té képucéve.
Broshura iu éshté shpérndaré gjerésisht
shoqatave europiane té képucéve, prodhuesve
italiané, Dhomave té Tregtisé, né panaire
ndérkombétare dhe subjekteve té interesuara né
vend. Broshura jo vetém qgé ofron informacion
mbi industrinég, por edhe ndihmon pér
pérmirésimin e imazhit té Shqipérisé né syté e
blerésve, partneréve dhe investitoréve potencialé.

Broshura éshté tre gjuhéshe (shqip, anglisht dhe
italisht) dhe mund té gjendet né fagen e internetit té
ACIT ose e printuar prané zyrave té saj.

Njé tjetér iniciativé e ACIT pér promovimin e
industrisé sé képucéve ishte fushata pér kontaktimin
masiv té kompanive europiane té késaj industrie
népérmjet email-it. Fushata ofroi njohjen e
kapaciteteve té kompanive shqiptare dhe promovoi
mundésité e kompanive té huaja né Shqipéri. Njé
numér kompanish té huaja kané reaguar pozitivisht
fillimisht duke shprehur déshirén pér té paré
mundésité e partneritetit me kompani shqiptare.
Interes éshté shprehur jo vetém né prodhimin e
képucéve, por edhe pér veshjet e ndenjéseve té
makinave, dorezave té punés dhe produkteve té tjera
té lékurés. Pér mé tepér infomacion mund té
kontaktoni zyrat e ACIT. m

Albaco Shoes
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Albania - Global
Footwear Market

Ibania ranks sixth in global exports of footwear
Aparts after Romania, China, India, Tunisia and
Italy. In 2004, Albania captured approximately 5%
of total global exports. As reported by the
International Trade Center, Romania continues to
be the number one country in the world export of
footwear parts, although its share of the market
slightly decreased in 2004 due to several Italian
companies initiating production contracts in other
locations.

To discuss the ongoing global changes in the
footwear industry, the European Confederation of
Footwear Industry hosted a world footwear
congress this past April. Gathering in Brussels,
representatives from 24 countries, including EU
member countries, Brazil, Argentina, China, Japan,
and the USA, among others discussed trading
positions, goals, plans and how they can together
tackle the common problems of health,
environment and social issues. The issues facing
the industry continue to be significant as evidenced
by the loss of 8,000 jobs in Italy, causing sizeable
social and economic damage. m
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Shqipéria —
Tregu Global i Képucéve

hqgipéria rradhitet e gjashta né eksportin global té

fageve té képucéve pas Rumanisé, Kinés, Indisg,
Tunizisé dhe Italisé. Né 2004, Shqipéria zuri aférsisht
5% té eksporteve té pérgjithshme globale.

Sipas Qendrés Ndérkombétare té Tregtisé, Ruma-
nia vazhdon té mbetet humri njé né boté pér eksportin
e fageve té képucéve, ndonése pozicioni i saj né treg
ra paksa gjaté 2004, si rrjedhojé e kontratave gé
shumé kompani italiane béné né vende té tjera.

Pér té diskutuar mbi ndryshimet globale né industriné
e képucéve, Konfederata Europiane e Industrisé sé
Képucéve mbaijti né muajin prill né Bruksel njé kongres
botéror. Pérfagésues nga 24 shtete, ku pérfshiheshin
vende anétare né BE, Brazili, Argjentina, Kina, Japonia,
dhe SHBA, diskutuan pozicionimin tregtar, synimet,
planet dhe zgjidhjen e pérbashkét té c¢éshtjeve gé
lidhjen me shéndetin, mjedisin dhe problemet sociale.
Problemet gé ndesh industria e képucéve vazhdojné
té jené té médha, evidentuar kjo nga humbja e 8000
vendeve pune né ltali, duke shkaktuar késhtu dém
ekonomik dhe social té konsiderueshém. m
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Képucét -
Tregu me Pakicé

Albania’s Footwear
Retail Market

Recognizing that Albanian consumers provide a sig
nificant opportunity for Albanian footwear pro-
ducers, ACIT, with support from EDEM, recently
completed a survey of Albania’s retail footwear mar-
ket. The survey provided valuable information on
the market size and Albanian consumers’ preferences
and perceptions on “Made in Albania” shoes. The
survey provided valuable information on the market
and identified significant opportunities, as well as some
major challenges.

The survey was done in close collaboration with
“Ekonomisti” students in Tirana, who were trained
to interview selected retailers in the Tirana area.

Meeting for the retail market survey / Takim me prodhues dhe
tregtaré té képucéve

The results of the survey were discussed with a group
of producers and traders at the ACIT offices in late
Mach 2005. The discussion was focused on generat-
ing an understanding, as well as potential collabora-
tion among the producers and retailers. Serious in-
terest has been shown by both groups who agreed
of the need to continue discussions and to follow up
with activities that will promote collaboration be-
tween Albanian footwear producers and footwear
retailers.m

Newsletter

uke ditur qé konsumatori vendas paraget njé

mundési té miré pér prodhuesit shqiptaré té
képucéve, ACIT, me mbéshtetjen e EDEM, kohét e
fundit pérfundoi njé vrojtim mbi tregun me pakicé té
képucéve. Vrojtimi siguroi informacion té vlefshém
mbi gjendjen e tregut, preferencat e konsumatoréve
shqiptaré si dhe perceptimet mbi képucét “Made in
Albania”. Gjithashtu ai identifikoi mundési té mira, si
dhe problematikén gé ndesh sektori.

Vrojtimi u krye né bashképunim té ngushté me
nxénésit e shkollés s&é mesme “Ekonomisti”, té cilét
u trainuan té intervistojné shitésa me pakicé né Tirané.

Rezultatet e vrojtimit u diskutuan me njé grup
prodhuesish dhe tregtarésh né zyrat e ACIT né
muajin mars. Diskutimi u pérgéndrua mbi krijimin e
njé mirékuptimi, si dhe bashképunimi potencial mes
prodhuesve dhe shitésve me pakicé. Nga té dyja
grupet u tregua interes reciprok né rénien dakort mbi
nevojén e vazhdimit té diskutimeve dhe aktiviteteve
qé do té promovojné bashképunimin mes prodhuesve
té képucéve dhe shitésve me pakicé. m

Shoe factory in Albania / Fabriké képucésh né Shqipéri
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Business Ethics
Training Program

s an initiative to support improvement in Albania’s

business environment, EDEM’s subcontractor the
Institute for Development Research and Alternatives
(IDRA) has developed a Business Ethics’ training pro-
gram. Proper business ethics is a key cornerstone for a
transparent and fairly competitive market-based
economy. Without the application of a high standard of
ethics, business and a country’s economy are relegated
to the black markets and to dealing with the problems
that result from such a situation.

The EDEM/IDRA Training of Trainers program, ToT, has
the aim to prepare trainers of Business Ethics who in
turn can work with business managers, owners, employ-
ees and NGO and government leaders on the subject of
business ethics as a management discipline. The train-
ing program has been designed in such a way as to trans-
late theoretical business eth-
ics concepts into the real life
situation faced by Albanian
entities as they face the real-
ity of “doing business in Alba-
nia”.

The initial session of the ToT
effort engaged |5 participants
from business service provid-
ers, chambers of commerce,
business associations, and
trainers from previous EDEM
training efforts.

During three days of training, four modules were deliv-
ered:

I Ethics — Basic theories and history: a blend of
philosophical, economic and business schools of thought;

2 Ethics and Economics — What is the relation-
ship between ethics and economics;

3 Business Ethics — “applied” ethics — Need,
classification, moral and business, management concepts.
Reasons to adopt business ethics and global ethics stan-
dards; and

4 Instruments of Business Ethics Programs -
Ethical situations, Codes of Ethics, Ethics program.

The ToT is the first phase of Business Ethics program.
The next phase is providing the trained participants with
the skills by which they will be able to conduct Business
Ethics trainings for Albanian business owners and man-
agers, followed by a roll out of the training program to
actual businesses desiring to operate following a high

Programi i Trainimit mbi
Etikén e Biznesit

i njé iniciativé pér pérmirésimin e ambjentit té

biznesit né Shqipéri, nénkontraktori i EDEM, Instituti
pér Kérkime dhe Alternativa Zhvillimi (IDRA) ka zhvilluar
njé program trainimi mbi Etikat e Biznesit. Etikat e duhura
té biznesit jané faktor kyc pér njé ekonomi tregu
transparente dhe me konkurencé té ndershme. Pa
zbatimin e standarteve té larta té etikés, biznesi dhe
ekonomia e vendit do té shkojné nénivelin e tregut té
zi dhe do té duhet té merren

me problemet qé vijné nga _ I%j&%@’\? :

situata té tilla. @~V 7 &

%‘ l 290 s &*’6
Trainimi i trainuesve nga &~ )J
EDEM/IDRA, programi ToT, ka * = N

si géllim pérgatitjen e trainuesve té cilét

mund té punojné me manaxheré biznesesh, pronaré,
népunés dhe drejtues té OJF-ve dhe té Qeverisé mbi
temén e etikés sé biznesit si njé disipliné manaxhimi.
Programi i trainimit éshté hartuar né ményré té tillé qé
té zbatohen konceptet teorike té etikés sé biznesit né
situata reale me té cilat pérballen organizmat shqiptare
gjaté “bérjes biznes né Shqipéri”.

Sesioni fillestar i ToT pérfshiu |5 pjesémarrés nga ofrues
shérbimesh biznesi, dhomat e tregtisé, shogata biznesesh
dhe trainues nga trainimet e méparshme té EDEM.

Gjaté tre ditéve té trainimit, u shpérndané katér mod-
ule:

I Etika — Teorité bazé dhe historia: njé pérzierje e
shkollave filozofike, ekonomike dhe té biznesit;

2 Etika dhe Ekonomia — Cila éshté lidhja mes
etikés dhe ekonomisé;

3 Etika e Biznesit — etika “e zbatuar” -
Nevoja, klasifikimi, morali dhe biznesi, konceptet e
manaxhimit. Arsyet pér té
zbatuar etikat e biznesit dhe
standartet globale té etikés;

4 Instrumentet e
programeve té Etikave
té Biznesit — Situatat etike,
Kodet e Etikés, programet e
Etikés.

ToT éshté faza e paré e programit té Etikés sé Biznesit.
Faza tjetér éshté pajisja e pjesémarrésve té trainuar me
aftésité e duhura pér té kryer veté trainime pér Etikén
e Biznesit pér manaxherét dhe pronarét e bizneseve
shqgiptare. Kjo do té ndiget nga njé shtrirje e programit
té trainimit né bizneset qé déshirojné té punojné duke
ndjekur standartet e larta té etikés. m

ethical standard.m
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EFFECTIVE BRANDING
= SALES!

H ow a company packages and brands its product can
play a critical role in setting the company’s prod-
ucts apart from those of its competitors. An attrac-
tively packaged and appropriately labeled product can
emphasize its quality in the minds of customers and make
it more visible and distinctly recognizable.

A well designed label on good packaging materiel that is
based on effective visual representation of the
manufacturer’s brand identity is key to attracting cus-
tomers’ attention to the product at the critical point
when they are making their purchasing decision. A well
designed label also helps customers become familiar with
the manufacturer’s brand. In the long term, a genuinely
good and attractively packaged product will help posi-
tion the value of the product in the minds of customers.

MARKIMI EFEKTIV=
SHITJE!

Ményra se si njé kompani paketon dhe krijon markén
e produktit té vet luan njé rol kyg pér ta béré té
dallueshém kété produkt nga ato té konkurentéve. Njé
produkt i ambalazhuar dhe i etiketuar né ményré
interesante dhe si duhet pérforcon cilésité e tij né mendjet
e konsumatoréve, duke u béré mé i dallueshém nga té
tjerét.

Njé etiketé e dizenjuar bukur né njé paketim cilésor qé
krijon njé efekt vizual té identitetit t& markés sé prodhuesit
éshté celési pér térhegjen e vémendies sé konsumatoréve
né momentin qé po vendosin té blejné produktin.
Gjithashtu, njé etiketé e miré dizenjuar ndihmon né
familjarizimin e konsumatoréve me markén e prodhuesit.
Né terma afatgjaté, njé produkt me paketim té€ miré dhe
térheqgés do té ndihmojé né futjen e vlerés sé produktit né
mendjen e konsumatoréve. Pér fat té keq, akoma mijaft

Unfortunately, the potential value of a strong brand is
still not fully appreciated by many Albanian producers.

If a producer creates a good product and associates that
product with a strong brand identity, the benefits from
the sustained “brand building” effort can be substantial
and enduring. Customers can more easily identify and
select the product with a strong “brand name”. They
will associate the product in their mind as offering good
value in terms of quality and price. Unfortunately ‘bad
branding’ can have the opposite effect. A product with
no brand identification or with a poorly conceived and
presented brand often puts the idea in the buyer’s mind
that the product is of lower quality.

In markets open to illegal competition and proliferation
of products of unknown origin and questionable quality,
an established brand can offer a sense of safety to cus-
tomers as being genuine and trustable. In the global
marketplace there are firms who have made serious ef-
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prodhues shqiptaré nuk e njohin vlerén e njé marke té
miré.

Nése njé prodhues nxjerr njé produkt té miré té shogéruar
me njé marké me identitet té dallueshém, atéheré
pérfitimet nga kjo marké e géndrueshme do jené thelbésore
dhe afatgjata. Konsumatorét mund té identifikojné mé
lehtésisht dhe té zgjedhin produktin me “emér marke” té
forte, té cilin ata e lidhin né mendjen e tyre me ofrimin e
njé cilésie t& miré me ¢mim té pranueshém. Fatkegésisht
njé “markim i keq” mund té keté efektin e kundért. Nése
njé produkti i mungon identiteti i markés apo e ka ate té
konceptuar dhe prezantuar keq, kjo shpesh zgjon né
mendjen e blerésve idené qé produkti &shté i njé cilésie
mé té ulét.

Né ato tregje ku ende vepron konkurenca ilegale dhe prania
e produkteve me origjiné té panjohur dhe cilési té dyshimté,
njé markeé e sigurté, duke gené e besueshme dhe autentike,
mund t'u ofrojé konsumatoréve njé ndjenjé sigurie.
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forts in building brands that are identified with products
that offer quality and value. Brand names such as
Mercedes-Benz, Nokia and Samsung are easily identi-
fied with well built and durable cars, high quality cell
phones, and attractive and affordably priced consumer
electronics and home appliances.

A strong brand grows “customer loyalty”. Those who
have tried a product and are satisfied with it often pre-
fer to buy that same product over and over again. They
may well go out of their way to find a product with
which they are familiar and satisfied. Good ‘branding’
allows them to track down their product and gives them
the assurance that they will get the same product they
had previously purchased and appreciated.

Building a strong brand is however, not an easy task. To
gain loyal customers, producers should produce a genu-
inely good product on a consistent and continuing basis.
The product is then presented to the market through
various channels of communication. These may include
various forms of advertisement, media campaigns, event
sponsorships, use of arts and sport personalities, etc.
All important to the message given is the ability of the
consumer to recognize the product being offered — that
ability comes through recognition of the product, which
is made to happen by good branding.

What then is a brand? Following are some terms and
explanations in understanding what a brand is:

- a name, term, sign, symbol or design, or a
combination of them. It is created to identify goods
or services offered by a producer, supplier or re-
tailer and to distinguish them from their competi-
tors.

- the part of brand (words) which
can be written out. Examples are: Olim, Floriol,
and Birra Tirana.

- that part of brand which is recogniz-
able, but cannot be orally expressed, e.g. a symbol,
drawing or specific coloring.

- “TM” is put next to the brand name.
It means that this brand is legally registered and pro-
tected.

- exclusive right to reproduce, publish,
and sell the material.

Albania businesses have few recognizable brands. As the
businesses face increasing competition in the domestic
market from foreign products and as they increase their
capability to produce high quality products suitable for
export, they will also face an increasing need to appropri-
ately brand their products so their customers can easily
recognize their products on store shelves. m

NEé tregun e sotshém mbarébotéror, ka firma té cilat kané
béré pérpjekje serioze né krijimin e markave té njésuara
me produkte gé ofrojné cilési dhe vleré. Emra té tillé si
Mercedes-Benz, Nokia apo Samsung identifikohen lehtésisht
pér makinat e forta, celularét tepér cilésoré dhe pajisjet
elektroshtépiake me ¢mime té leverdisshme.

Njé marké e njohur e rrit mé tepér “besnikériné e
konsumatorit”. Njerézit qé provojné njé produkt dhe
mbeten té kénaqur, preferojné té blejné té njéjtin produkt
pérséri e pérséri. Ata pérpigen té gjejné produktin me té
cilin jané familjarizuar dhe gé u pélgen. Njé “markim” i
miré nxit ata ta kérkojné produktin e preferuar dhe kjo
&shté njé garanci qé do té kené té njéjtin produkt qé kané
bleré dhe vlerésuar mé paré.

Sidoqofté ndértimi i njé marke té miré nuk éshté dicka e
thjeshté. Pér té fituar konsumatoré besniké, prodhuesit
duhet té nxjerrin njé produkt té miré autentik né ményré
té vazhdueshme e té géndrueshme. Ky produkt i
dallueshém prezantohet né treg népérmjet kanaleve té
ndryshme té komunikimit, gé€ mund té jené reklama, fushata
publicitare, sponsorizime, pérfshirje té personaliteteve té
artit dhe sportit né fushaté, etj. Té gjitha kéto jané té
réndésishme pér pércjellien e mesazhit, por éshté aftésia e
konsumatorit ajo qé e dallon produktin, dhe kjo vjen
népérmijet njohjes sé tij, si rezultat i njé markimi té miré.

Po cfaré éshté marka? Mé poshté jepen disa nga nocionet
bazé té nevojshme pér té kuptuar elementét pérbérés té
markés:

- &shté njé emér, term, shenjé, simbol ose
vizatim, ose njé kombinim i tyre. Qéllimi i krijimit té
saj éshté identifikimi i mallrave apo shérbimeve té njé
prodhuesi, shitésiapo grupi, dhe pér t'i dalluar ata nga
konkurentét e tyre.

- pjesa e markés (fjalét) gé shkruhen,
p-sh. Olim, Floriol, Birra Tirana jané emra marke.

- pjesa e markés gé njihet, por qé
s’shprehet me fjalé. Mund té€ jeté njé simbol, vizatim,
ose ngjyrosje e dallueshme.

-shkurtimi i saj éshté
TM dhe vendoset né krah té emrit t& markés. Ajo
tregon qé markeés i &shté siguruar mbroijtje ligjore, pasi
ka pronésiekskluzive. Marka tregtare mbron té drejtat
ekskluzive té mbajtésit, pér té pérdorur emrin dhe
shenjén e markeés.

-e drejta ligjore ekskluzive pér
té riprodhuar, botuar;, dhe shitur materialin dhe formén.

Neé Shqipéri ka pak marka té njohura vendase. Ndérkohé
gé biznesi shqiptar pérballet me konkurrencén né rritje
nga produktet e huaja dhe po punon pér té prodhuar
produkte cilésore dhe té eksportueshme, do té rritet nevoja
pér krijimin e markés sé duhur té produkteve, né ményré
gé konsumatorét té dallojné lehtésisht produktet shqiptare
né njésité e shitjeve. W
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Permission is granted to dis-
play, copy, and distribute the EDEM Newsletter in
whole or in part, provided that: (a) the materials
are used with the acknowledgment to USAID and
EDEM; (b) this Newsletter is used solely for per-
sonal, noncommercial, or informational use; and (c)
no modifications of this Newsletter are made.

This Newsletter was made pos-
sible through support provided by the United States
Agency for International Development (USAID) under
Contract No. 182-C-00-03-000108-00.

The opinions expressed herein are
those of the Development Alternative, Inc. and do
not necessarily reflect the views of USAID.
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Pér-dorimi i ploté apo i
pjeséshém i botimit/materialeve té pérfshira né té
lejohen té shfagen, kopjohen dhe shpéndahen vetém
né rast se: (a) materialet pérdoren me dijeniné e
USAID dhe EDEM; (b) botimi pérdoret vetém pér
géllime personale, jo fitimprurése apo informacioni ;
(c) nuk béhen modifikime né té.

Ky botimi éshté mundésuar me
mbéshtetjen e USAID (Agjencia Amerikane pér
Zhvillim Ndérkombétar) nén kontratén No. 182-C-
00-03-000108-00.

Opinionet e shprehura né kété botim jané
té DAl (Development Alternative, Inc.) dhe nuk
shprehin detyrimisht kéndvéshtrimin e USAID.
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Address/ Adresa
Rruga “P Budi” Nr 25 Tirané, Shqipéri
Tel +3554 378190, Fax +3554 378195
e-mail: edemstaff@dai.com
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